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摘  要
         
         
近十年来，中国的轻型客车行业处于快速发展的时期，随着国内市场的饱和，轻型
客车厂家开拓海外市场，寻找新的利润增长点。厦门KL公司轻型客车的海外业务目
前处于由贸易向营销转变的探索阶段，主要是通过贸易方式销售产品，以订单管理
、商贸、物流为主要工作，对市场需求分析、市场战略、商品、分销、服务、品牌
等营销要素缺乏系统策划、能力水平低。对经销商依赖程度高，缺乏对渠道的管理
和深耕，在国际贸易环境不断恶化的情况下，KL公司轻型客车出口的业绩停滞不前
甚至出现下滑。为了改变被动的局面，厦门KL公司寻找更适合当前环境的新的营销
模式，进行KL公司轻型客车海外发展策略的研究，不仅具有现实意义，还可以为类
似的汽车出口企业提供参考。
本文采用了文献检索、比较分析、深度访谈以及理论与实际相结合等研究方法。首
先全面回顾已有的营销学的相关理论。其次对中国轻型客车行业和厦门KL公司海外
轻型客车的营销模式进行分析，提出目前KL公司轻型客车海外出口存在的问题。基
于营销模式可以被借鉴这个前提，对国内外汽车企业成功开拓海外市场的案例进行
分析，而后，采用对KL公司轻型客车经销商和终端用户进行深度访谈的调研方法
，归纳出经销商和终端用户在采购轻型客车时关注的重点。通过以上步骤，研究结
论认为KL公司轻型客车需要遵循4C的营销理论，提供满足客户需求的产品和服务
，以客户愿付成本制定价格策略，通过品牌管理实现与顾客的双向交流与沟通，通
过渠道管理和客户关系管理实现客户购买的便利性。同时梳理公司的组织架构，以
更好的实施新的营销策略，最后善用政府资源，提升海外市场占有率。
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Abstract
         
         
In the most recent ten years, Chinese minivan industry experienced a booming
period. With the saturation of domestic market, many minivan manufactures start
developing overseas market and looking for new point of profit growth. King Long
overseas minivan business is now trying to transform from trading to marketing.
At this moment, King Long mainly focuses on order management, trading and
logistics, while short of market demand analysis, marketing strategy and
distributor management. Due to high dealer dependency and lack of control of
channel network, King Long minivan overseas performance is stagnant even
dropped, especially under the deteriorating business international trade
environment. In order to change the passive situation, Xiamen King Long is
seeking for new marketing model and studying overseas business development
strategy, which not only has practical significance but also provides reference to
similar car export companies.
This research has employed several methodologies including literature review,
comparative analysis, in-depth interview and combining theory with practice.
Firstly, it reviews the marketing theory. Secondly, it analyses Chinese minivan
industry and King Long oversea marketing mode, proposes existing problem in
King Long minivan overseas business. On the premise that marketing mode can
be learnt, it analyses successfully experience of other auto companies. Finally,
through in-depth interview with King Long distributors and end users, it concludes
their major concern during minivan purchase. Through the above steps, the
research concludes that King Long minivan shall provide product and service
satisfying customer demand based on 4Cs marketing theory, make price strategy
based on customer’s willing pay cost, achieve customer communication through
brand management, achieve customer convenience through channel
management and customer relationship management. In the mean time, King
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Long shall rebuild company structure to better implement new marketing strategy
and make use of government source to increase the market share.
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Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
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